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Abstract 
Destination competitiveness has continuous critical llenging tourism market. Many 
studies have indicated that tourists and their needs stand as the ultimate driving force which influences competition 
and competitiveness in the tourism destination. However, limited research has been undertaken to examine 
des  In order to fill up the literature gap, a pilot test being  
employ with   sample population 100   to  Langkawi Island, conducted in early 2013. These   usable 
questionnaires were utilized in the data analysis of the study and SPSS is used. These preliminary results indicated 
that the Key success factors and Perceived destination competitiveness are significant and has influences   between 
these two major constructs and also have influence on travel behavioral intention to Langkawi Island. 
© 2013 Published by Elsevier Ltd. Selection and peer-review under the responsibility of the Centre for Environment-
Behavior Studies (cE-Bs), Faculty of Architecture, Planning & Surveying, Universiti Teknologi MARA, Malaysia. 
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1. Introduction 
This paper is to examine the perceived destination competitiveness from the tourist perception. The 
g
Langkawi Island, Malaysia is dependent upon the perceived tourist involvement in the island. Specially, 
the research attempts to identify the factors that 
competitiveness, and proposes a theoretical model to investigate the relationship between tourist 
involvement and perceived destination competitiveness, and how the tourist react on the revisit or 
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behavioral intention. The World Tourism Organization (WTO) predicts that worldwide visitor arrivals 
will exceed one billion by 2012 (United Nation World Tourism Organization, 2012), driven by increases 
in population and life expectancy, migration, and changing family structures. In addition, expansion of 
the middle class in emerging economies, most notably China and India, has fueled tourism growth. As for 
Malaysia record, in  2012 more than 25.03 million tourist visited Malaysia and receipts of  RM 60.6 
Billion .  
With these changes come effects on the nature of the travel industry (Holjevac, 2003). In particular, as 
demand for tourism has increased and new tourist destinations have emerged; the competition in the 
tourism sector has intensified  ( Crouch, G.I 2011; Getz & Brown, 2006). The United Nations World 
Tourism Organization (UNWTO) believes that tourism can help onomy growth. In a 
simple way, tourism is a system combining an origin and a destination.This feature has been reflected by 
the nature of the production and consumption of tourism goods and services. Generally, the origin or 
tourist refers to the demand side of tourism, whereas the destination represents the supply side of the 
tourism.  
According to the World Tourism Organisation (WTO), the year 2005 saw more than 800 million 
international tourist arrivals, and the tourism receipts were of the order of US $ 682 billion. The World 
Travel and Tourism Council (WTTC) for 2006 forecasts that travel and tourism will generate 234 million 
direct and indirect jobs world-wide, accounting for 8.7% of the global employment, and it will contribute 
upto 10.3% of the global GDP. According to the same estimate, the global travel and tourism activity is 
expected to increase by 4.7% between 2007 and 2016. Furthermore, there are links between the tourists 
and destination such as the transportation, information availability, and marketing components to make 
buying decisions easier. Those links also enable the industry to affect directly the decisions of prospective 
tourists via promotion, product development, and pricing strategies. The interaction between these two is 
reciprocal and influences the direction and intensity of the interaction  (Formica, 2006).  
1.1. Background 
The case study area of  this survey is the Langkawi Island, Malaysia. About one hundred  leisure 
tourists that visited the case study area (refer Figure 1) were our respondents.  Many Malaysian argues 
that Langkawi underwent rapid development ever since our former Prime Minister  Tun Mahathir 
Mohamed assumed his position in 1981. Prior to this, there were a few attempts to develop Langkawi. 
Firstly, after the inclusion of the Langkawi Islands as a prospective tourist destination in the 1975 
Malaysian Tourism Master Plan, an international consultant Marwick Mitchell and Company, was 
appointed to prepare a master plan for tourism development in Langkawi in 1977. Ever since been 
implemented the master plan is a failure  attempts. 
Finally, after the Federal Government declared the Langkawi Islands as a duty free island in 1987, 
tourism development posted drastic growth. For example from 1988 to the end of 1992, about 106 
tourism projects by private companies valued at more than RM 1 Billion  had been approved by 
authorities. The influx of domestic and international also increased the number of hotel rooms from 859 
in 1988 to 14,000   by the Langkawi Development of Authority (LADA, 2011) This agency was 
established by the Federal Government in 1990. Langkawi Development of Authority  is responsible for 
expanding and supporting tourism development in Langkawi by providing infrastructure and basic 
amenities such as road networks, power supply and a telecommunication system. LADA is also 
responsible for social, economic and physical development in line with the development policies of 
Malaysia, which also benefits local residents. 
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Fig. 1.  Map and location of Langkawi island, Malaysia 
2. Literature review 
Destination competitiveness, from the supply side and/or tourism industry players and  
perspective, is more concerned with the economic benefits of the destination in terms of revenues, 
taxation, employment, and the sustainable growth of the destination competitiveness is closely related to 
the overall of the whole tourism experience and their involvement. Therefore, tourism is a fragmented 
industry comprised of various elements such as attractions, activities, services and infrastructures, which 
build up the total appeals of the natural and man-made characteristics of the place. In addition  to Ritchie 
have specifically examined the determinants of destination  competitiveness. Based on Ritchie and 
s work (Crouch, G.I & Ritchie, 2003) and other related literature, (Dwyer & Kim, 2003)  
proposed their model of destination competitiveness. It can be concluded that the research finding from 
different studies regarding the determinants of tourism destination competitiveness shares some common 
features. This study adopts the finding of the above research to develop the measurement scale  of  
destination  competitiveness (Bastic & Gojcic, 2011). 
Competitiveness has also been examined in macro level and micro (firm level) perspectives. The wider 
literature of competitiveness provided useful insights in examining the various determinants of macro and 
micro level  of competitiveness issues (Crouch, G.I & Ritchie, 2003)( Dwyer & Kim, 2003). The 
discussion of competitiveness in the general literature also covers competitive advantage and comparative 
advantage  (Porter, 1990), but it is claimed that the literature has not made a clear distinction between 
comparative and competitive advantage . In addition, it is claimed that these discussions did not address 
the special considerations related to the determining the competitiveness in the service sector (Ritchie & 
Crouch, 2003) 
The concepts of comparative and competitive have been proposed in relevant to tourism destination. 
For a tourism destination, comparative advantage would relate to inherited or endowed resources such as 
climate, scenery, flora & fauna, etc., whole comparative advantage would relate  to create items such as  
the  tourism infrastructures (hotels, attractions, transportation, etc.) festival and events, the quality of 
management, skills of employees, government policy and so on (Battour, Battor, & Ismail, 2012). It is 
perceived that comparatively involve the resource available to a destination, whereas competitive 
 
Competitive advantage is expressed in terms of competitors and customers. Sources of competitive 
advantages are essential assets and skills. An asset is considered a resource that is superior to those 
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possessed  by the competition, whereas a skill is an activity undertaken more effectively than the 
competition. Therefore, for tourism destinations, the availability of tourism resources and the resource 
audit are both important for the competitiveness (Ritchie & Crouch, 2000a). Tourists, implicitly or 
explicitly, make comparisons between facilities, attractions, and service standards of various destinations 
(Ritchie & Crouch, 2003). Consequently, tourism destination competitiveness must be examined 
accordingly to its own characteristics related to the service sector and experiential product in nature. It 
also defined that during the process 
tourism design reflects the local culture and identity, the number of users and visitors would increase 
intensity (Mokhtarshahi, R& Mahasti, P.,  2013). 
2.1. Key success factors 
Key success factors are adapted from the research by Jonker, J. (2004) that are  divided into safety, 
stability, security of the destination,  unique and diverse attractions, transportation accessibility of the 
destination and utilities infrastructure, quality of tourism experience, effective and collective marketing 
effort and lastly destination image and reputation. Tourism is also influenced by a range of international 
forces including changing demographics, technological changes, the changing world order, growing 
concern for the environment, sustainability of safety and health and human resource developments (Pro, 
2003) (Cooper, 2000). It must therefore be kept in mind that both the factors of national and international 
environments are in a constant state of change and evolution resulting in changing competitive 
environments (Floyd & Pennington-Gray, 2004; Wto & Unwto, 1996) 
2.2. Tourist involvement 
Tourist involvement specifically deals with the level of consumer engagement in the consumption 
process 
experience and destination competitiveness (Gnoth, 1997). It is assumed that a traveler with high 
involvement level with the travel and tourist activities would have different perceptions of the tourism 
experience and the destination compared with a traveler whose involvement is low. From the  
perspective, a tourism experience and their tourist involvement could be considered as the major 
contributing factors in their perception of the competitiveness of a specific destination and would 
influence their decision-making, the image, the future behavioral intention towards the destination 
(Dwyer et al., 2004; Dwyer & Kim, 2003). 
2.3. Perceived destination competitiveness 
To better understand the destination competitiveness and tourism experience and involvement and 
their inter-correlation, this study  intends to investigate the relationship between tourism  Key Success 
Factors and Perceived destination competitiveness, and  the various models of destination 
competitiveness, the different attempts at measuring tourism competitiveness and developing destination 
competitiveness strategies will be critically reviewed. Nowadays in the increasingly competitive world 
tourism market, maintaining competitiveness is a major challenge for many destinations. Destinations 
competitiveness has been claim , however, the research on this field is 
of tourism destination  
son, Ritchie & Timur, 2004).  
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2.4. Travel behavioral intentions 
Travel behavioral or revisit intention will be the tourist satisfaction and motivation towards the 
destination  studied by several researchers, and now In 
this notion, the changing of the tourists' profile has influenced the tourist behavior in the travel related 
decision making ( );  Katircioglu, 2009). In a similar context, 
behavioral intention is decisive in assuring the prosperity of a particular tourism destination apart from 
recommend (Chen & Tsai, 2007). According to (Chen & Tsai, 2007), perceived trip quality, perceived 
value and overall satisfaction   enhancing  the tourists  intentions to revisit and recommend to others 
(Reisinger & Mavondo, 2005; ). Regarding revisit intention, it is part 
of loyalty. Indeed loyalty can lead to revisit intention and likelihood to recommend the visited destination. 
Hence, focusing on revisit intention may make respondents more specific when expressing their sensation 
to the destination. 
3. Research methodology 
They found that the most prominent antecedent of revisit and the strongest indicator of satisfaction are 
perceived attractiveness. Revisit intention together with the word  of mouth publicity, price sensitivity, 
spending behavior, and spending risk are the main variables that contribute to a market development 
(Petrick, 2004). On the other hand, -seeking and destination satisfaction revisit 
intention (Jang & Feng, 2007). 
The  tourists will be satisfied  with their travel experiences and they will be willing to revisit and 
suggesting  to others. Moreover, satisfaction  has  a direct affect  towards destination loyalty (Alegre & 
Cladera, 2009). The adapted and proposed conceptual framework model as per Figure 1 and Figure 2.  
This study  wants to be able to draw conclusions and plan to generalize. The population is one hundred 
tourists were randomly  distributed  from second week of February 2013. Furthermore, the ratio of 
respondents to parameter should increase with a ratio of 15 respondents for each parameter if the data 
have some violation of multivariate normality (Iannario & Piccolo, 2010). SPSS  were used and the 
preliminary finding was gathered and analyzed  in this paper.  The existing literature suggested that  the 
measurement scale of involvement ,  key success factor, perceived destination competitiveness will be 
measured using a six point Likert scale.  
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Fig 2. Conceptua  
Source: Adapted from (Meng, 2006) 
 
           
           
           
           
           
            
   
 
 
 
 
 
Fig. 3.  Proposed    
Source: (Jonker, 2004) Research framework  
 
To achieve the objectives of the study, an extensive review of the existing literature has been 
conducted, and a theoretical structural model is developed as in Figure 2 and Figure 3 accordingly to 
examine the relationship between the Key success factor and Perceived  destination competitiveness.  
The structural model, Key success f Perceived destination competitiveness are 
considered as the independent variables and mediating factor. It is proposed that Destination 
Competitiveness is affected by the KSF related to the destination. Tourist involvement is considered an 
appropriate moderating factor in this study due to the nature of the  research questions and objective. The 
study exa
perceptual issues of their tourist activities and trip (Yang CH, Lin HL, & CC, 2010).  
KEY SUCCESS 
FACTOR 
PERCEIVED 
DESTINATION 
COMPETITIVENESS 
BEHAVIOURAL 
INTENTIONS 
TOURIST 
INVOLVEMENT 
 
Pre- trip planning 
experience 
TOURIST INVOLVEMENT 
PERCEIVED 
DESTINATION 
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planning 
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Researchers have indicated that a tourism destination is a collection of different products and 
experie
for the researchers to fully articulate (Dwyer et al., 2004). In the overall tourism system, the destination 
itself as a unique product which contains various segments, tourism resources (natural attractions, 
cultural, historical sites, etc.), infrastructure, accommodation, food services, facilities, activities, and so 
forth (Saffuan, Ariffin, & Amin, 2013). Tourism experience related to the sightseeing, activities, 
entertainments, hotel stays, food consumption, and interaction with the staff and local people generate the 
combined perception of the destination and the impact of the destination competitiveness (Ballantyne, 
Packer, & Falk, 2010). 
3.1. Research questions 
Four research questions are addressed in this study. The first is to examine to what extent the Key 
competitiveness relate to each other. The second   
question is to examine the moderating effect of tourist involvement on the relationship between Key 
success factor and perceived destination competitiveness. The third  question is to investigate the 
influence of the tourist involvement related to a destina
competitiveness. The fourth question will be  the  influences on both variables that is Key success factor 
and perceived destination competitiveness towards tourist decision on behavioral intention or revisit 
intention. 
4. Preliminary finding 
During the pilot test data collection from 100 respondents in the period from January to February 2013 
was done by the author around tourist spots in Langkawi Islands.  
The questionnaires subjected to an exploratory factor analysis but using Principle Components 
Perceived 
Destination Competitiveness and Tourist Involvement that causes their Travel Behavioral Intention, 
revisit intention  to Langkawi (Hassim, 2006). 
Before performing the principal component analysis, the suitability of data for factor analysis was 
assessed through reliability analysis. An inspection of the correlation  matrix revealed the presence of 
many coefficients of 0.55 and above but few items were recommended to be removed for further analysis 
due to a very low coefficient. Therefore, the balance items are usable for PCA. In addition, the  
Test  of Sphericity shows statistical significance with Kaiser-Meyer- Oikin  value of 0.79  and above, 
exceeding the recommended value of  0.6  (Hair, Black, & Babin, 2010) . 
and intend consistency of each factor and a cutoff point of 0.55 was used to include items in the 
interpretation of a factor. As shown in Table 1, the first factor KSF A,B,C,D,E,F all ranged from 0.89 to 
0.91. The values are acceptable as it is above the minimum value of 0.55 indicated for reliability for basic 
research. These factors related to travel behavioral intention to Langkawi as discussed further as follows: 
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Table 1.  Reliability test 
Independent Variables Cro  
KSF     A 0.91 
 B 0.89 
 C 0.93 
 D 0.91 
 E 0.90 
 F 0.91 
PDC   0.95 
TI  0.89 
*KSF  Key Success Factors 
*PCD  Perceived Destination Competitiveness 
*TI  Tourist Involvement 
 Key success factors of vacation experience as shown in Table 1, the Key Success Factor A focuses on 
tourist vacation safety/stability /security of the travel destinations that it is very important the 
destination safety/stability and security of Langkawi for determining the destination competitiveness 
and influenced their decision making to travel to Langkawi (mean= 4.95), KSF B focuses on unique 
and diverse attractions, (mean = 4.85) important to travel on uniqueness, facilities and user-friendly 
and high quality of the services at the destination, Key success factor C focuses on accessibility of the 
destination, (mean=4.54) Very important of  accessibility to the destination, Key success factor D 
focuses on quality of tourism experiences (mean = 5.14) Very important, Key success factor  E focuses 
on effective and collective marketing effort is important in choosing the  effective marketing tagline of 
the destination  (mean = 4.87) and lastly the Key success factor  F focuses on the destination image 
and reputation (mean = 5.05) . All values of KSF signifying that the determinants and the scales had 
good internal consistency and high reliability respectively. 
 Perceived destination competitiveness: The mediating factor as shown in the Table 1 suggested the 
tourist perception of Langkawi as a destination based on their general experience and opinion, with 
 
 Tourist involvement: Involvement is believed to perform a moderating role in the travel and tourism 
context and thus it is applied in the research model. This study aims to examine the moderating effect 
of tourist involvement, and further research could be conducted to test other factors mentioned above, 
(mean = 4.69). 
In this study, Key success factors that have six determinants has communicated to the research survey 
respondents as their experience during  their leisure vacation, since it is easier for the general public to 
understand and it is commonly believed that a vacation involves tourism activities related to a destination.  
The reliability and validity are central issues in the measurement of constructs. The reliability of  the 
were more than 0.70  and higher indicate that the measurement scale that is used to measure to construct 
is highly  reliable, and all results have Cronbach alpha all have more than 0.70 values and  all values of 
KSF signifying that the determinants and the scales had good internal consistency and high reliability 
respectively.  
5. Conclusion 
Based on the aforementioned finding, it can be concluded that preliminary finding  offer some insights 
into the tourism industry  especially in Langkawi Island, and Malaysia  in general to be better understand 
how they can remain Langkawi Island as the best destination with  more revisit tourists . Therefore, for 
this study, the relationship between destination competitiveness and the tourism experience have a 
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eness. The 
study utilizes factor analysis to discover the underlying dimensions of Key Success Factors determinants, 
tourism experience, destination competitiveness, and tourist involvement  to test the moderating effect of 
tourist involvement on the relationship between them. 
Satisfaction as modeled in most of these researches has had significant relationship with repeat 
visitation intention. According to some researchers, satisfaction is a mediator of attitude changes since it 
is considered as  psychological state. Yet limitation s and gaps  revealed by them lead to that satisfaction, 
even with  further antecedents  
As a conclusion, despite significant insights, this study faces some limitations that are inherent in the 
research method and the season that the respondents responded is during  low season period which is 
from January  until February 2013, whereas the peak season is from May  until October 2013.  Another 
primary limitations of this study results from the lack of secondary data from similar studies in the 
literature. For future research intention also lays possibilities of  methodological application of  additional 
constructs and validation.  The paper at this juncture, highlighted the possible  of  Key Success Factor and 
Perceived Destination Competitiveness and with this  result will certainly be a guidance to the  author to 
conduct the real survey in future during peak  season. It is the sheer crux of this paper that the author will 
have furher investigation on understanding the tourist perception on Langkawi Island,  Malaysia. 
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